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PLANNER
Ideas from leading experts in financial planning

New Pension Options
for Clients
By Sue Mulligan, CPA

WHAT’S INSIDE
Business Card Protocol

The business card is one of the old
est forms of marketing. Randi Marie
Freidig, CFCS, offers tips on using
these tools appropriately in your
marketing efforts in an excerpt from
her recently published Increase
Your Personal Marketing Power:
Relationship Skills for CPAs (New
York: AICPA, 1997). Freidig owns a
Seattle-based company that focuses
on helping people build and nurture
long-term business relationships.
3

PFS Designation Promoted
on Public Television
To help promote the CPA/PFS des
ignation and enhance the CPA’s
image, the AICPA is underwriting a
television program, “Finding Finan
cial Freedom with Jonathan Pond.’’

6

Sue Mulligan, CPA, is director of medical
sendees for Miller Wagner & Company,
Ltd. CPAs, Phoenix, AZ. She explains the
benefits that may be available to clients
as a result of passage of the Small Busi
ness Job Protection Act of 1996.

he Small Business Job Protection
Act of 1996 (SBJPA) has several
“pension simplification” provi
sions. The most publicized provision is
the creation of the savings incentive
match plan for employees (SIMPLE).
(See “SIMPLE Plans” on page 4.) Your
clients may benefit from this provision.
Other provisions of the SBJPA, however,
may also benefit your clients. They
include elimination of the family aggre
gation rules, changes in the minimum
participation rule and repeal of the
415(e) limits.

Staff Can Help Build a Practice

Family Aggregation Rules Eliminated

Allan S. Boress, CPA, CFE, a
speaker and trainer on the subject
of practice development, offers
guidance on helping staff to be part
of the firm’s business-building
effort. Based in Coral Springs, EL,
Boress is the author of the AICPA
CPE self-study I-Hate-Selling
Course.

The SBJPA eliminates the family
aggregation rules that treat certain family
members of a 5 percent owner or one of
the top ten highly compensated employ
ees as one economic unit. It also elimi
nates the rule that subjects these individ
uals, their spouses and children under age
19, to one collective $160,000 compensa
tion limit. Therefore, for example, if a
firm employs both a husband and wife,
this change will allow for larger contribu
tions or benefits or for improved 401 (k)
discrimination tests since each is now
subject to an individual $160,000 limit.
Thus, family members of all highly com
pensated employees will be able to accrue
retirement benefits in the same manner as
employees who are unrelated.

Minimum Participation Rule Changed
The minimum participation rule is
modified and specifically applies to
defined benefit plans only. For defined
contribution plans, the new law elimi
nates the minimum participation rule,
which requires that if an employer wish
es to establish a separate plan for some
employees, the plan must benefit at least
40 percent of the employees or 50 indi
viduals, whichever is fewer. The separate
plan must still meet the minimum cover
age test, which generally requires that the
percentage of non-highly compensated
employees benefiting is at least 70% of
the percentage of highly compensated
Continued on page 4

TRENDWATCH
Insurance consulting services is a new
niche in which the CPA’s technical
skills and objectivity can provide bene
fits to clients. Dr. Lee Slavutin, MD,
CPC, CLU of the New York-based estate
and insurance planning firm Stern
Slavutin-2 Inc. advises that the CPA “is in
the perfect position to act as a kind of
quarterback in the insurance arena. . . .
[O]ften considered the client’s most trust
ed advisor. . . . [the CPA] may be asked
for advice on business succession issues,
estate planning, elder care or disability.
These are all situations in which the role
of insurance is pivotal.” Although the
CPA can’t be expected to be an expert in
all aspects of insurance, he or she should
be able to identify the critical issues and
“is a logical choice to put together a
strategic alliance that includes an insur
ance professional.” Slavutin suggests the
following action steps for CPAs consider
ing this niche:
1. Educate yourself.

2. Form a strategic alliance with compe
tent insurance advisers.
Continued on page 2
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Business Card Protocol

(continued from page 1)

By Randi Marie Freidig, CFCS
3. Contact your top ten or twenty
clients regarding this service.
“Insurance Consulting Services: A
New Niche,” Financial and Estate
Planning (October 17, 1997), page 1.

Charles Schwab & Company sur
veyed firms that invest clients’ money
in Schwab accounts. Of the 1,485
responding firms, only 14 percent have
Websites. The following tables present
some other interesting data:
Investment
Strategy

Which items
best describe
your firm’s
investment
strategy?

Strategic asset allocation*

48.8%

Value investing

43.8

Growth investing

38.3

Fixed income

T

Before you leave your office for a
meeting, always check to see that you
have several clean cards with you. If
you are off to a trade show or large
meeting, be sure you take plenty of
business cards along. You might want
to keep extras in your car and your
briefcase just in case you find yourself
without cards in your purse or wallet.

Tactical asset allocation*

Dynamic asset allocation* 10.5

Market timing

Investments

Of the total
assets you
manage, what
percentage is in
each of the
following types
of investment?

Stocks

*ln strategic allocation, investors divide money among
stocks, bonds and other asset classes. “Dynamic”
adjusts those investments in light of market movements.
“Tactical” shifts funds among assets to gain a market
advantage—a form of market timing.
Source: Charles Schwab & Company

The SEC is expected to propose sig
nificant changes in rules for regis
tered investment advisers in the near
future. Form ADV, which advisers
must file and update annually, will
include fewer check boxes and more
narrative. Likely to shift to a narrative
format is the ADV section that asks
RIAs how they are compensated.
Other issues being addressed by the
SEC include soft-dollar arrangements
for RIAs and rules relating to RIAs
who take custody of assets they man
age. The most radical change expected
is a setup for electronic submission and
updating of Form ADV. The goal is to
let RIAs file all regulatory applications
and annual updates electronically. “In
the Interest of Full Disclosure,” Dow
Jones Investment Adviser (November
1997), page 20.
Continued on page 7
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he business card is one of the
oldest forms of marketing. It is a
physical reminder of who you
are, what you do and how you can
reached. It is important and appropriate
to have your cards handy, and to give
them out.

PLANNER

At meetings and functions, it is not
appropriate to keep a wad of cards in
your hand and give one to every person
you see. A common mistake is giving
out cards freely and giving them too
soon. Another mistake is not having
business cards on hand to leave with a
person. Just because you gave someone
your business card does not mean you
have made a business connection.
Think about how many times you have
fished out a business card from your
pocket or purse and wondered who this
person was.
The best time to exchange business
cards is when some connection is made
between two people—some reason to
exchange names and telephone num
bers. Through your conversational
skills, you try to uncover common
ground. Generally, this has to do with
the goals each of you has for this event
or meeting. If you see yourself as an
explorer, you might be asking yourself
the following questions: Why is this
person here? What do they need? How
might I help? Can they provide me with
assistance on my goals?
One of the best reasons to exchange
cards is to extend the relationship
beyond the event at which you met. If
you ask for someone else’s card, note
the following on the card as soon as
possible (but not in his or her pres
ence):
■ The date and location or event
on it.

■ Rank of the contact for quality
as a lead or resource (A for hot, C for
okay).

■ Anything you have promised.

■ Any reminders of the person and
his or her interests.
By writing the date on all cards you
receive, you will always be able to
be
identify which of your colleagues’
cards are the most current and when
you met the person. The likelihood of
timely follow-up on any promises is
much higher if you have made notes on
the card. The information can also be
entered into your contact management
database.

When do you give your card to
someone else? When they have asked
for it or offered to provide you with
information or a contact. If they men
tion that they know someone who
could help you with your desktop pub
lishing, you might reply, “Would you
mind if I called you for her name? Let
me give you my card, as well, to pass
along to her.”
Or perhaps you can provide some
assistance to the other person. You
might give them your card and say, “I
know a Japanese art dealer who might
be a good resource for your customer.
Call this week and I will give you her
name and phone number.”

If you are wearing a suit or jacket
with pockets, one method that works
for many people is to keep your own
business cards in the right-hand pocket
and any cards you receive in the left
hand pocket. Place your cards in a
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well-placed card case or in a section of
your purse or wallet that is accessible
without fumbling.

Do not forget the following:

■ Your business cards are an
extension of the image you want to pro
ject. They should be well designed,
easy to read and clean.
■ If you are between jobs, the
same holds true for your card. Have
one printed for networking purposes.
■ Some cultures revere the business
card exchange. Maintain a keen sense of
observation. Most Asians, especially the
Japanese, consider it disrespectful to
write on a business card. When a Japan
ese businessperson is presenting a busi
ness card, he or she presents the card
with both hands. The printing faces the
person receiving the card.

Editor’s note: To order a copy of
Increase Your Personal Marketing
Power: Relationship Skills for CPAs,
call the AICPA order department at
800-862-4272 and ask for product no.
090417. ♦

Finding the Free
Resources
In the October-November
1997 issue of Planner, the article
“Planning Under the Taxpayer
Relief Act” stated that brochures
and speeches that practitioners
could use to market their ser
vices were available free of
charge at the AICPA’s Website
(www.aicpa.org). Some readers
had difficulty locating them.
Here’s the path to follow once
you’re at the AICPA Website:

PFS Designation Promoted on Public Television
State and Local Participation
o help promote the CPA/PFS des
ignation and enhance the CPA’s
State CPA societies may also partic
image, the AICPA is underwrit
ipate in underwriting the series. This
ing a television program,“Finding
enables them to obtain live exposure
Financial Freedom with Jonathan
for state society presidents, executive
Pond.” Pond is an AICPA member and
directors and local CPA/Personal
a nationally recognized expert in finan
Financial Specialists when the program
cial planning. The program began airing
is broadcast over one or more of the
on the Public Broadcasting System in
PBS stations in their states. During the
December and will continue to be
program break they can talk about their
broadcast through March 1999 by as
state society and the role of CPAs as
many as 300 PBS stations across the
financial planners.
country.
When the program aired on KUHT
During the middle of the hour-long
in Houston, Texas, William Goldberg,
program, AICPA President and CEO
CPA/PFS, chair of the PFP Executive
Barry Melancon appears in a video
Committee, was interviewed with
taped message. Speaking on behalf of
Jonathan Pond during one of the pro
local CPA/Personal Financial Special
gram breaks. Goldberg praised the
ists, Melancon reminds viewers of the
AICPA’s support of public television
AICPA’s support of the program and
and encouraged viewers to look to CPAs
urges the audience to support public
for financial planning services. Gold
broadcasting television.
berg said, “I think it’s very worthwhile.”

T

PFS Promotion
Two 20-second underwriting credits
that air during the program feature the
CPA/Personal Financial Specialist
logo. In addition, viewers are given a
special 888 toll-free telephone number
at the end of the program, which they
can call to receive a free list of
CPA/Personal Financial Specialists
across the country and the brochure,
“Guide to Choosing a Personal Finan
cial Planner.”

Date

Joel H. Framson, CPA/PFS, also
reacted positively to his experience with
the program. Based in Encino, Califor
nia, Framson participated on behalf of
his state society with a two-minute inter
view and two other shorter interviews.
During the interviews he discussed the
important role of the CPA/PFS in per
sonal financial planning.
The program is scheduled to run
through March 1999. See the box for a
list of the scheduled broadcasts that we
are aware of at this time. ♦

Station/City

Time

January 3

KNME, Albuquerque, NM
KTEH, San Jose, CA

January 4

WPTD, Dayton, OH
WJCT, Jacksonville, FL

3:30 p.m.
7:00 p.m.

1. Click on “Member Matters.”

January 5

WLPB, Baton Rouge, LA

6:00 a.m.

2. Click on “Practice Develop
ment Tools.”

January 10

KTEH, San Jose, CA

10:30 a.m.

January 11

WPTD, Dayton, OH

3:30 p.m.

January 17

KTEH, San Jose, CA

10:30 a.m.

January 18

WPTD, Dayton, OH

3:30 p.m.

January 24

KTEH, San Jose, CA

10:30 a.m.

January 25

WPTD, Dayton, OH

3:30 p.m.

January 31

KTEH, San Jose, CA

10:30 a.m.

3. Click on the desired brochure
title or speech title.
If you still have difficulty,
please let us know at 201-9383502.
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New Pension Options
Continued from page 1
employees benefiting [Code Section
410(b)].
Smaller companies can now estab
lish plans for employee groups. For
example, medical practices could estab
lish separate plans for each physician.
This provision is effective for plan years
beginning in 1997. For most organiza
tions, however, it is generally not costeffective to establish or maintain sepa
rate plans. In addition, it may be diffi
cult to maintain separate plans and still
satisfy the minimum coverage test.

415(e) Limits Repealed
Effective beginning in the year 2000,
the repeal of Code Section 415(e) will
provide a greater incentive to consider a
defined benefit plan or to start a defined
contribution plan if the company previ
ously had a defined benefit plan.
Employers who previously maintained
a defined benefit plan or currently
maintain a defined benefit plan and a
defined contribution plan will no longer
be subject to complex combined plan
limits. The combined limits attempted
to restrict the amount of benefits that
could be provided in a combination of
defined benefit and defined contribution

plans from the same employer. Elimi
nation of the limits may save actuarial
fees and possibly allow for increased
contributions.
The limits were applied to individual
employees, using a complicated mathe
matical formula, requiring historical
compensation data from each employ
ee’s date of hire and the contribution
histories from the establishment dates

of the defined contribution plans. The
Section 415(e) limits did not take into
account how much money was actually
going to be paid out nor what an indi
vidual could get if he or she had sever
al employers who were unrelated. This
change will benefit employees with
more than one plan or fully funded
defined benefit plans who choose to
start a new plan.
♦

Will Granny’s Planner Go to Jail?
provision of the Health Insurance Portability and Accountabili
ty Act of 1996 (Sec. 217) gained notoriety as the “Granny Goes
to Jail Law.” It imposed criminal penalties on people who dis
posed of assets in order to become eligible for Medicaid. The Balanced
Budget Act of 1997 limited the provision to persons who for a fee know
ingly and willfully advised clients to dispose of assets, including any
transfer of trust for this purpose (Sec. 4734). Such an adviser would be
guilty of a misdemeanor if the client’s disposing of the assets resulted in
the imposition of a period of ineligibility for Medicaid assistance. The
adviser could be fined up to $ 10,000 or imprisoned for up to one year,
or both.

A

An issue that arises is whether a professional who mentions the Med
icaid eligibility requirements to a client becomes subject to criminal
prosecution if that client transfers assets and becomes ineligible for
Medicaid. As it stands the statute may inhibit planners from providing
competent Medicaid planning advice. To avoid problems, some planners
advise clients not to apply for Medicaid until the ineligibility period is
over and they write a memo documenting their advice.

Constitutionality of Law Is Challenged

SIMPLE Plans
SIMPLE plans are exempt
from many of the complex dis
crimination rules applicable to
most qualified retirement plans. A
SIMPLE plan may be structured
as an individual retirement
account (SIMPLE-IRA) or as a
401 (k) plan (SIMPLE-40l(k)).
SIMPLE plans may be estab
lished by employers with 100 or
fewer employees who receive at
least $5,000 in compensation
from the employer in the preced
ing year. Under this type of plan,
employees can elect to contribute
up to $6,000 per year. SIMPLE
plans should be carefully consid
ered by employers that do not
currently offer a qualified plan.

4
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On December 4, 1997 the New York State Bar Association (NYSBA)
filed a lawsuit against U.S. Attorney General Janet Reno seeking to
declare the law unconstitutional. In the complaint filed in the U.S. Dis
trict Court for the Northern District of New York (Albany), the NYSBA
calls on the court to find that Section 4734 violates:

■ The First Amendment protection of free speech because it crimi
nalizes protected speech in regard to noncriminal conduct in the context
of the attorney-client relationship and other professional relationships.
■ The due process clause of the Fifth Amendment because it is
unconstitutionally vague.
The NYSBA’s argument is supported by the opinion offered by the
Congressional Research Service of the Library of Congress prior to
enactment of the law: “In analyzing the fact that this law criminalizes
the advising of counsel for behavior which is legal in or of itself, to the
extent that the provision would prohibit counseling about legal activi
ties, a court would seem likely to declare it unconstitutional.”

In addition, Congressman William D. Delahunt (D-MA) has intro
duced legislation to repeal Section 4734. ♦
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READ ANY GOOD BOOKS LATELY?
Have you read or referred to any books that you’ve found useful in your PFP practice? Please share the titles of
these works with your colleagues. Tell us the title and very, very briefly describe how it is useful. We’ll cite the
source, list you as the user and publish your description of its usefulness.
As an incentive to get you to take the five minutes or so needed to do this, we'll put the names of all respondents
in a hat and pick out one who will receive a free copy of Omniscience™—The Infobase of Financial Planning Ideas
3.1. Omniscience holds a wealth of valuable tools to help you in your personal financial planning practice, all on one
CD-ROM. Its features include recommendations, graphics, calculators, Internet jump links, and information search
es and topic jump links. Omniscience is updated twice a year with tax law changes, new strategies, calculators, Inter
net jump links and other new features. (The cost of each update is $75.)1 For PFP Section members, Omniscience
costs $195.
To ensure you’re entered in the raffle of this valuable resource, include your name and phone number or e-mail
address on this page. You can enter as often as three times if you have more than one book title to share. To do so,
copy this page and send the other entries in. (They must be different titles.)

Provide the information below:
Book title and author:
Publisher:
Briefly describe how you’ve used the book in your practice or why you think your colleagues will benefit from it:

Name:
Phone number/e-mail address:

Fax your response to 201-938-3780 by February 6, 1997.

1 System requirements: Windows 3.1, Windows 95, Windows NT. CD-ROM drive, 88 megs of RAM, 45 megs of space for hard drive installation.
Can run from the CD-ROM drive. (To access Internet jump links, you need a modem, an Internet Service Provider, and a Web browser, such as
Netscape Navigator 3.0 32-bit version or Microsoft Explorer.)

Worthwhile Websites
Locating Websites
■ When you know there’s a Website that you want to go to, but can’t remember the address, go to Websitz
(www.websitz.com). At the prompt, enter the part of the site’s name you remember, and you'll be given as many
possible variables as there are on the Web for that word or phrase. Keep clicking until you find the one you want.

Planner’s picks
■ The Mutual Fund Education Alliance, a trade association for direct marketed mutual funds, has set up a Web
site at www.mfea.com. It includes listings of funds and profiles for nearly 1,000 funds. It allows investors to
screen funds by objectives, investment minimum, fees and other criteria. In addition, users can check industry
news or educational materials, or link to the Websites of forty no-load fund companies.
■ FundAlarm (www.fundalarm.com) offers lists of funds that have failed to beat the market, along with com
mentary.

■ Invest-o-rama (www.investorama.com/fundsite.shtml) offers links to worthwhile, but little known sites for
investors.
■ Useful facts about fund managers, commentary on the markets, mutual fund basics and links to other mutu
al fund sites are accessible through Mutual Funds Interactive (www.brill.com).
■ At Morningstar.net (www.morningstar.net) you will not find the in-depth analysis and fund comparison
available to Morningstar subscribers, but you will find performance data, portfolio holdings and other informa
tion on more than 7,000 funds, along with a chat room for fund investors.

■ Quicken.com offers Morningstar commentary and lists of recommended investment books (along with many
Quicken ads) at www.quicken.com/investments/mutualfunds.

■ Sources of historical and current stock quotes cited by Lisa Allen in the Internet Bulletin: Quote.com
(www.quote.com) archives past quotes and provides up-to-date market information, analysis, business news and
links to other sites. Stockmaster (www.stockmaster.com) provides current and historical quotes free of charge.
Commercial sites that provide historical data for a fee include: Primate Software, Inc. (www.primate.com), Trad
er’s Access (www.tbspinc.com) and InvesTools (www.investools.com).
■

Information related to various annuity products is provided by Annuities Online (www.annuitiesonline.com).

Tax research sites
■

See “The Best Online Tax Sites” by Ronald Flinn in the August 1997 issue of the Journal of Accountancy.

Resources for road warriors
■ Looking for restaurant options when you’re on the road. Visit Fodor’s (www.fodors.com/ri.cgi), Epicurious
(www.epicurious.com) or Zagat (cgi.pathfinder.com/cgi-bin/zagat/homepage).
■ Not a Website, but still a useful resource is the “Travel support system” of Voyager’s Collection (800-7777045; 703-528-2442 outside North America). If you forgot to pack your belt, dress socks or blouse, call them.
They guarantee 7 a.m. hotel delivery of business and travel necessities.

Learning information technology lingo
■ If you’re ever confused about what colleagues are talking about when they’re throwing out “technical” terms
and acronyms, look to these two Websites: The Whatis Website offers definitions of words and acronyms associ
ated with technology (www.whatis.com); TechWeb, the site of CMP Media Inc. has listed 10,000 of today’s most
common IT acronyms (www.techweb.com/encyclopedia).

Don’t forget to visit our Website: www.aicpa.org. While you’re there, check out the PFP forum.

Have you found any useful Websites or other resources? Please share them with your colleagues. Send the
name and location of sites that you’ve found helpful, along with a brief description of how you use them to
Planner at wmoran@acipa.org. We’ll credit you with the tip if we use it. ♦
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Staff Can Help Build A Practice
By Allan S. Boress, CPA, CFE
utilizing the assets at its disposal and is
ost CPA firms ignore one of
losing business.
their most potent marketing
tools: involving staff profes
sionals in the firm’s marketing efforts.
How Staff Can Help
Why? Usually they don’t know how to
the Business-Building Effort
utilize them or they feel marketing isn’t
Staff can take the following
a staff person’s job. My most success
approaches to help develop the prac
ful CPA firm clients, however, involve
tice:
all of their staff in the business devel
opment effort.
■ Everybody should have a per
sonal marketing plan. The plan should
To accomplish this, it helps to con
be their personalized plan of action to
sider the investment your firm makes
help build the firm. Each person,
in staff professionals. In addition to a
including new hires right out of col
salary, the staff professionals get other
lege, should have a goal for new busi
perquisites including liability insur
ness. For example, management could
ance, equipment and CPE and other
help first-year staff accountants devel
professional training. In return for all
op a goal of bringing in a certain
they give professional staff, CPA firm
amount of new business. Almost any
owners expect—and receive—a good
one can bump into a small amount of
amount from them. If you polled most
former staff of public accounting
new business just by looking for it and
thinking about it. In the second year,
firms now employed in industry, you
the goal should be increased and so on.
would find their workload is much
lighter.
Without a target, it’s almost impossible
to get anywhere important.
But in these competitive times, the

M

firm partners alone cannot be responsible
for keeping new business flowing into
the CPA firm. Unfortunately, even some
partners don’t participate fully in the
practice development effort, although
they should.
Everyone in the firm—from the
receptionist to the senior manager—
must help 'to secure the future of the
business. Otherwise, the firm is under

■ Everyone should be a “market
ing broadcaster.” It behooves everyone,
including the file clerk, to tell people
they meet on a daily basis who they are,
what they do and who they work for.
These marketing broadcasts take pro
motion to the most personal, and most
effective, level—word-of-mouth adver
tising. And this doesn't cost a thing!
■ All staff should be involved in

the community. Even in 1998, a prima
ry way to market the business is to have
staff meet people through networking
situations, such as involvement with
professional, civic and social service
associations. Unfortunately, when staff
accountants take an active role in com
munity organizations, they tend to get
elected treasurer, a generally thankless
and invisible position. To be effective
at networking, staff should seek more
visible roles, such as president or com
mittee chair.

Surprisingly, some partners of CPA
firms have told me that their staffs aren’t
allowed to be involved in community
organizations for the first three to five
years out of school because they want
them to mature and become good prac
titioners. However, many staff hired out
of school are sorority or fraternity mem
bers or were involved in student govern
ment or other campus activities. They
are already sophisticated in the way
organizations work and can be very
helpful in promoting the firm.
Every person the firm hides costs it
valuable exposure because it isn’t infil
trating the community as much as it
could be.
■ Everyone should look for oppor
tunities at the clients’ businesses. A
substantial part of new business must
come from selling additional services
to existing clients. That’s the easiest

EEK & MEEK® by Howie Schneider

Reprinted by permission of United Media.
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TRENDWATCH
(continued from page 2)
sale of all because the client already
trusts the firm.
To sell most effectively to current
clients, everyone must be a “bird dog.”
In their daily interaction with clients,
professionals must keep their eyes and
ears open for client problems. Often,
staff are the best position to do this
because they have more contact with
certain clients than partners.

Once staff members uncover a

client’s need, want or concern, they
should immediately bring this issue to
the partner’s attention. The partner
will pursue the matter further to see if
an additional service can be per
formed for the client or referred to
another provider (thus earning a
return favor).

Don’t go it alone. Work smart and
involve everyone in the firm’s business
building effort. ♦

Legislative Update
Retirement Time Bomb
“America faces a ticking demographic time bomb that requires
increased retirement savings,” warned Representative Harris W. Fawell
(R-IL) as he and Representative Donald Payne (D-NJ), along with
twenty-five other Democrat and Republican legislators, introduced the
Savings Are Vital to Everyone’s Retirement (SAVER) Act of 1997.
The purpose of the SAVER Act is to address “a critical national prob
lem: the lack of individual retirement savings.”
The SAVER Act directs the Department of Labor to maintain an
ongoing program of education and outreach to the public through pub
lic services announcements, public meetings, educational material and
an Internet site. The information to be disseminated includes a means
for individuals to calculate their estimated retirement savings needs,
thorough descriptions of the types of retirement savings arrangement
available to individuals and employers, and an explanation for employ
ers, in simple terms, of how to establish different retirement savings
arrangements for their workers.
The SAVER Act also convenes a National Summit on Retirement
Savings at the White House, co-hosted by the executive and legislative
branches, to be held by April 15, 1998, and again every four years
thereafter. Among the National Summit’s goals would be the develop
ment of specific recommendations for legislative, executive and private
sector actions to promote retirement savings among American work
ers. The National Summit would bring together experts in the fields of
employee benefits and retirement savings, key leaders of government
and interested parties from the private sector and general public. Rep
resentatives of the AICPA will participate in the Summit.

State-regulated RIAs and ERISA
In November, President Clinton signed S. 1227 into law. This bill
permanently establishes the right of state-regulated registered invest
ment advisers to serve as fiduciaries to ERISA plans as long as they
file state registration materials annually with the U.S. Department of
Labor. Once a national, central registration depository is established
for state advisers, the filing requirement will be eliminated. ♦

PFP DIVISION

Women represent a growing share
of new customers involved in long
term financial planning. Having
become more financially independent
in the past few decades, women are
more likely to earn an income and run
a household on their own. Their enthu
siasm for advice has increased the
number of conferences and seminars
sponsored by financial services com
panies, ranging from one-hour ses
sions held in local community centers
to three-day conferences in conven
tion centers in large cities. Women
may be more receptive than men to
receiving guidance on their finances.
In 1995, Oppenheimer Funds sur
veyed investors and found that 90 per
cent of female investors want their
financial advisers to help educate
them, but only 76 percent of men do.
But is that surprising when you con
sider how many will men ask for road
directions? Christine Blank, “Money
Matters: Women Investing Wisely,”
American Demographics (August
1997), page 22.
“Customer disintermediation” looms
ahead for broker-dealers. An upcoming
challenge for broker-dealers is a technical
one: how to adapt to Open Financial
Exchange (OFX). OFX is a messaging
standard that has been agreed upon by
Microsoft, Intuit, CheckFree and several
other vendors. OFX is an electronic plat
form that facilitates exchange of informa
tion between customers, financial institu
tions and the Internet. Without profession
al assistance, brokerage clients may soon
be able to switch portfolios from one firm
to another, trade stocks or, using Internetbased software, compare money-market
rates, mutual funds, insurance policies
and checking accounts. Customers may
not have to visit the Websites on which
brokerages and other organizations are
spending millions. Instead they’ll be able
to retrieve financial information from
their brokerage, their bank and their insur
ance company into one portfolio on the
Microsoft Investor site and analyze
it themselves. Kimberly Weisul, “A
Wake-up Call for Wall Street,” Investment
Dealer’s Digest (November 10, 1997),
page 14. ♦
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4. Voice systems (voice/speech recog
nition, text to speech)

Top Technologies for 1998
zations use the Internet to conduct busi
he Internet, intranets, private net
ness, security is a concern and methods
works and extranets are the tech
to secure a company’s files become an
nologies expected to have the
important issue.
greatest impact for accountants in 1998.
This is the conclusion of the AICPA
The remaining seven top technolo
Information Technology Subcommittee
gies are:
who, along with selected guests, placed
4. Training and technology competency
these technologies in the number one
5. Electronic commerce
spot on their list of the top ten tech
nologies for 1998.
6. Communications technologies—gen
eral
Year 2000 issues placed second on
the list. The year 2000 presents a prob
7. Mail technology
lem to many businesses because data
8. Portable technology (notebooks,
bases in mainframe systems have been
palmtops,
etc.)
programmed with “two-byte” year
9. Remote connectivity
fields. As a result, many computers will
read the “00” as 1900 rather than 2000.
Emerging Technologies
This in turn will make financial calcula
tions that use dates incorrect, thereby
The top emerging technologies were
affecting the reliability of calculations
also identified by the subcommittee and
associated with retirement plans, inter
their CPA guests. The top five are:
est, mortgages, loan balances, mortality
1. Agents (intelligent agents, focusing
rates and the like.
agents, filtering agents)
Third place on the list is security and
2. Push technology
controls, which placed at the top of the
3. Smart cards
list in 1997. As more and more organi

T

5. Auditing electronic evidence
An in-depth discussion of the top ten
technologies for 1998 and their impact
on CPAs will be available in early Feb
ruary in Top Ten Technology Opportu
nities: Tips and Tools by Sandi Smith,
CPA, CMA, CDP. To order this book,
call the AICPA order department at
800-862-4272, select option no. 1 and
ask for product no. 042300. ♦

Some New Resources for Planners
Watch for “Managing Client
Assets” by Peter Fleming in the
January 1998 issue of Journal of
Accountancy.
Also, starting in February
1998, Journal ofAccountancy will
publish a monthly column “In
vestment Outlook.” In the same
issue will be two feature articles
on compensation and benefits:
“Keeping Executives Happy” and
“Do the Right Thing.”
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